The article dealed with a problem of knowledge usage , in the frame of knowledge management, in marketing communication of producers and mainly of the outdoor clothes sellers in the Czech Republic. It was found out, that the customers and also the sellers use knowledge at their communication, and they attach higher meaning to some of the knowledge. For example, the knowledge about the mark. The active use of these knowledge is the basic supposition for the successful realization of knowledge management. Later it should systematically lead in strengthening of a competitive advantage of small and medium-sized companies in the before mentioned segment. When we come closer to a ´knowledge circle´, we are finding out, that the space, which is situated as a intersection of customer knowledge on one hand and a producer knowledge or seller knowledge on the other hand, it is possible to define as a starting area for future products. This product can be noticed as a result of co-creation.

